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Abstract 
The work on what the business of business is, and what the business of business should be, started as a collaboration between the 
School of Management at University College London (UCL) and the Antwerp Diamond Exchange (ADE). It was clear to those 
involved that this issue was under-explored, and that it left a key gap in the development of business and management education, 
awareness and practice. The work arose as the result of a series of conversations between staff at UCL and ADE as to how to 
develop an understanding of what leadership and management should be, and what organizations should deliver for all of their 
stakeholders. This work is presently being developed into a television presentation and a book.  
What organizations were supposed to deliver to backers was clear (returns); and there was also a good all round 
understanding of what customers and clients expected (and expect) in terms of quality value and utility of products and services 
at an agreed price, charge and value. What organizations could and should deliver to other stakeholders, and what they could and 
should deliver in terms of a wider, sustainable and enduring contribution to society (another stakeholder) remained unclear (1).  
The purpose of the work therefore was to try and inform one part of the future development of business: taking a wider view 
than the purely financial, ascribing value to all stakeholders equal to that of the financial interests, and ensuring that a debate was 
generated with a view to clarifying how some of the factors inherent in this approach might be addressed and given life and 
credence. 
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1. The business of business 
The business of business – the role of business in society and in the world - is a complex issue, raising questions at 
every stage for which (as below) there are either no clear answers, or else there are many answers. In particular, 
every present position, in which business looks first to its own narrow and immediate interests, is completely 
legitimate; there is no obligation on anyone to do anything different. However, if there is to be any kind of 
sustainable international, social and cultural development as well as economic progress, then the debate about the 
contribution that ought to be made by business is essential (even if the outcome is only to confirm its present 
position). 
The position adopted in this paper is that ‘business’ is conducted by all organizations, commercial, public service, 
government agencies and NGOs, and the not for profit sector. This is reinforced because: 
• From a purely economic point of view, organizations in all of these sectors make a contribution to employment 
prospects, social and cultural development in the places in which they operate, as well as in bringing economic 
activity; 
• Every job, occupation or piece of work brought in helps to develop the particular location in some way through 
the multiplier effect; and if this becomes the basis for sustainable economic growth, then the social aspects are 
certain to follow in its wake.  
The purpose here therefore is to set out some of the key issues and complexities that have to be addressed in order 
to undertake a full evaluation of the position of business in society. This position is addressed from the legitimacy of 
its present position, and from establishing some of the conditions that have to be faced if it is to enlarge and develop 
its position, and from the point of view of responding to and accommodating the pressures and restraints that exist in 
all parts of the world.  This forms a key element of the future development of management practice and management 
knowledge. 
2. Anectodes 
A part of the development of the work arose from a discussion of some random and unrelated anecdotes and 
‘statistics’ existing in the present world of business. These were: 
• when the Soviet Union collapsed in 1990, the collective and abiding reaction of those living in the former Soviet 
states was great anger: that they had been denied the material benefits of living and working in a consumer society 
for so long (2);  
• the fifty richest people in the world own wealth equivalent to the poorest 50% of the world’s population (3);  
• the greater the divide between the richest and the poorest in a society, the greater the level of instability (4);  
• the level of unemployment in the EU is equivalent to the whole population of the UK (5);  
• whatever the effects on the health of the planet, the people of China, India, Africa and South America are 
clamouring for the development of western style consumer goods and services, opportunities for prosperity, and 
the ability to buy and acquire material goods and services, just as the West has already done to a greater extent; 
• hunger is a business in itself, used in various ways by different stakeholders and vested interests (6);  
• on average catering companies throw away a third of the food that they produce for consumption; and on average 
every UK household throws away #50 worth of food each month (7).  
One approach to any conclusions drawn from these unrelated issues is that whatever business delivers, some of it 
is ‘not right’ (whatever that means) and so there need to be changes. There is no social or cultural order (let alone 
economic and political stability) if a large part of the world is owned by just a few people. There is no social 
stability if the prosperity divide between the top and bottom of society and societies is too great (again, a nebulous 
conception). There is a human need for comfort, prosperity and economic as well as social advancement; and those 
who do not get the opportunity for this become resentful. Pollution is an issue only to those who do not have to live 
with its effects; those who are hungry care only about the next meal and about improving their lot so that they do not 
have to worry about hunger. On the other hand, there is enough food to go round – it is produced and delivered in 
excess in some places, and not at all elsewhere.  
In particular, the problem of food location, excess and hunger has been recognized for half a century and more, 
when it was turned into a business by the Oxford Committee for Famine Relief (now Oxfam) on the one hand, and 
by the rebels in the Nigerian region of Biafra on the other (8). Hunger itself is now a major industry, dominated by 
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large and complex organizations and employing hundreds of thousands of people around the world, many of whom 
work as volunteers.  
The outcome of considering these examples and the critical issues that they deliver as the result of this 
consideration is that some things need to change. Therefore it is necessary to begin to think about what business 
should deliver, for whom, and under what conditions. However, the whole issue is clouded by perceptions, cultural 
pressures, and what is known, believed and perceived to be important to organisations, their managers, society and 
people as individuals. Nevertheless it is a debate worth having, and out of it ought to come at least a clarification of 
what the overall purpose of business is, and what this purpose ought to be. The points made in this chapter give a 
starting point for such a debate, and they also inform the development of the role and function of those responsible 
for the direction of business and organization development. 
3. The PESTEL approach  
One way of looking at the role of business arises from taking the standard PESTEL approach and analysing the 
environment as usual; and then looking at the results from a broader perspective (as below). The PESTEL approach 
addresses environmental issues as follows: 
• Social: the social systems at the workplace, departmental and functional structures, work organization and 
working methods; externally this considers the relationship between the organization and its environment in terms of 
the nature and social acceptability of its products and services; its marketing; and the regard with which it is held in 
the community. 
• Technological: the organisation's technology, and the uses to which it is put, and the potential uses of it; 
and the technology that is potentially available to the organization and others operating in the given sector. It also 
addresses the interaction and impact of technology on the external environment and on society.  
• Economic: the financial structure, objectives and constraints (e.g. budgets and budgeting systems) at the 
place of work; externally this considers the market position, levels of economic activity, and commercial prospects 
and potential of the products and services offered. Externally it also considers the divergent and often conflicting 
demands made on people for their resources and disposable income. It also indicates the markets and locations in 
which organizations will and will not operate.  
• Political: the internal political systems, sources of power and influence, key groups of workers, key 
departments, key managers and executives; externally, it considers particular considerations in the establishment of 
markets, by product, location, ethics, and values.  
• Environmental: general environmental constraints including transport and distribution networks; and 
environmental issues concerning waste and effluent management and disposal; noise, heat, light and energy usage 
pollution and consumption; externally it considers responsibilities and accountability for waste management and 
energy consumption. 
• Legal: abiding by the laws and regulations that govern the operations of particular organizations and 
sectors; externally it concerns working in accordance with national and international standards, trading laws, and the 
norms and demands of particular societies and locations.  
This indicates where the key concerns lie for businesses in the developed world and in mature markets. It 
indicates the pressures under which the managers and directors of those businesses have to work. It does not address 
the issues of what ought to be done, and what the contribution ought to be. It is therefore necessary to develop the 
approach further. 
4. Stakeholders 
One way of looking at achieving things for and through people is to define and classify stakeholders. A stakeholder 
is anyone who has a particular interest in any aspect of the organisation.  Stakeholders include: 
• shareholders, backers, financiers, and financial institutions and their representatives; 
• stock markets, stock brokers and financial advisers; 
• organisation directors and shareholders’ representatives; 
• public service organisation governors and those charged with responsibility for gaining finance and backing for 
public ventures and enterprises; 
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• the organisation’s functional directors, managers, staff and their representatives; 
• suppliers and distributors; 
• customers, clients and end-users; 
• industrial and commercial markets; 
• the communities in which activities take place; 
• the media, business, financial and management journalists and media analysts; 
• pressure groups, lobbies and vested interests. 
Organisations inevitably have dominant stakeholders – those whose interests must be served above all else; or more 
insidiously, those whose interests are served as a priority, whether or not this is the correct course of action for the 
particular organisation. The financial interest is invariably found as a dominant stakeholder. The best organisations 
also place their staff, suppliers and customers at this level. It is also true that any group that has cause to raise 
legitimate concerns about organisations and their activities should be treated as dominant stakeholders until the 
issues have been addressed. Serious problems can arise when the interests of the dominant stakeholders are served in 
spite of conflicting or divergent concerns from less influential sources. The key lesson is knowing and 
understanding which interest is being served at a particular time; and it is additionally essential to know and 
understand whether specific interests are being served at the expense of others, or whether every interest is being 
served as far as possible. 
5. SPECTACLES 
For the specific purposes of developing the discipline of analysing the environment in full, and to ensure the 
maximum completeness of coverage, Cartwright (2001) proposes the SPECTACLES approach (9).  Cartwright 
stated that it was not enough to limit consideration to political, economic, social and technological issues (the PEST 
elements); and the wider view required was developed under the acronym SPECTACLES as follows. 
• Social: changes in society and societal trends; demographic trends and influences. 
• Political: political processes and structures; lobbying; global and international political institutions; the political 
institutions of the UK and EU; the political pressures brought about as the result of, for example, the Social 
Charter, market regulation. 
• Economic: referring especially to sources of finance; stock markets; inflation; interest rates; government and 
EU economic policy; local, regional, national and global economies. 
• Cultural: international and national cultures; regional cultures; local cultures; organisational cultures; cultural 
clashes; culture changes; cultural pressures on business and organisational activities. 
• Technological: understanding the technological needs of business; technological pressures; the relationship 
between technology and work patterns; the need to invest in technology; communications; e-commerce; 
technology and manufacturing; technology and bioengineering; technological potential. 
• Aesthetic: communications; marketing and promotion; image; fashion; organisational body language; public 
relations. 
• Customer: consumerism; the importance of analysing customer and client bases; customer needs and wants; 
customer care; anticipating future customer requirements; customer behaviour. 
• Legal: sources of law; codes of practice; legal pressures; product liability; service liability; health and safety; 
employment law; competition legislation; European legal pressures; and whistle blowing. 
• Environmental: responsibilities to the planet; responsibilities to communities; pollution; waste management; 
farming activities; genetic engineering; cost benefit analyses; legal pressures. 
• Sectoral: competition; cartels, monopolies and oligopolies; competitive forces; cooperation within sectors; 
differentiation; and segmentation. 
Cartwright states that the intention was: 'to widen the scope of analysis that needs to be carried out in order to 
include a more detailed consideration of the environment and culture within which an organization must operate, 
the customer base, competition within the sector, and the aesthetic implications, both physical and behavioural, of 
the organization and its external operating environment'. 
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This approach first indicates some of the possibilities that exist if companies and organizations are prepared to 
take a broader view. The size, scale, accessibility and nature of technology, financial resources, mobility of labour 
and expertise, open up the possibility of greatly enlarging the ways in which the delivery of goods and services can 
be made. Understanding cultural and social issues means that every part of the world can be approached on the basis 
of knowledge and empathy, if so desired or required. Therefore the barriers that are known and understood to exist 
can be addressed if there is a will to do so. 
However, this approach requires managers to take a detailed look at every aspect of their operations within their 
particular environment and niche (10). It requires managers to understand fully the broadest range of environmental 
constraints within which they have to conduct effective operations.  It is also much more likely to raise specific, 
precise, detailed - and often uncomfortable - questions that many managers (especially senior managers) would 
rather not have to address in terms of their conduct in relation to the external environment, waste disposal, and 
relationships with markets and locations that they dominate from a purely economic and financial point of view 
(11).  
Two sets of conclusions can therefore be arrived at. The first are indeed the standard conclusions: the fit between 
the organization and its operating environment, and working within the constraints that this places. The second set is 
the consideration opened up by the much fuller and detailed approach to the aesthetic, cultural, ethical, customer and 
social issues, which provides the basis for recognizing the demands of particular locations, social groups and 
markets, and recognizes also their particular constraints, especially the ability to pay or not for the goods and 
services that they need. 
6. Survival 
In relation to the above, it remains true that the first duty of all organizations is to survive. Only by doing so can 
they deliver the products and services required by customers, the work of the staff and the rewards for that work, 
and the contribution to the social and economic environment (12). So there is immediately a potential conflict 
between looking after the immediate and completely legitimate interests of the organization and its staff, backers 
and customers on the one hand, and delivering products and services to those who need and want them (but are or 
may be unable to pay) on the other. It is in nobody’s interests for any organization to fail.  
At issue are how organizations survive and the opportunities and consequences of that survival. Again there are 
different perspectives. On the one hand the approach advocated by Adam Smith states clearly that the only 
responsibility is economic, and the only duty of companies and traders is to make money (13). On the other hand, 
the actions of trading blocs, treaties, and international NGOs such as the UN and its instruments make clear that 
some redistribution of wealth and resources ought to take place.  
Much depends on the attitudes and influence of stakeholders and other lobbies and vested interests. In practice 
there is always an order of influence and priority with which they are all addressed and served. In practice also, their 
completely legitimate first duty is to their own people. The problems are compounded where strong and influential 
lobbies first address their own core concerns; and then if they do have a view on the wider approach that their 
business or organization might take, they insist (again legitimately) that it is done from their point of view, or in 
ways that serve their interests as well as the wider concerns (14).  
It is also true that lobbies and vested interests will present their position from the perspective of their own 
particular strength. For example: 
• Western companies establishing activities in the emerging world insist on protection from employment laws 
and local regulations; 
• Western companies also insist on exclusive rights and guaranteed minimum sales and financial returns as a 
condition of entry into new markets; 
• Government bodies providing regional and international aid demand that they governments that are assisting 
take agreed volumes of goods and services as a condition of that aid being delivered; 
• International NGOs and aid bodies have to work within the conditions imposed on them by the rulers of the 
particular locations into which they need or want go;  
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• Recipient countries and locations insist on receiving their own rewards for facilitating entry into the new 
locations.  
In every case these are completely legitimate requests and demands. For those who are determined to get into a 
particular location, these factors become complications, and conditions of entry, rules which have to be followed. 
There is also nothing to prevent anyone from breaking any agreement that is made under the conditions illustrated 
above. If the western company or NGO gets into difficulty for whatever reason in its own domicile, then it will 
withdraw anyway. If a location that has granted exclusive rights to a western company receives better offers from 
other companies, there is nothing to prevent it from tearing up its original agreement and dealing with the new 
incomers (15).  
So the complexities multiply. However, for those who seek to debate and clarify the position and role of business 
as an agent of development as well as economic activity, these are issues that have to be addressed and resolved. 
These issues also form part of a process consisting of wider economic and social development, whereby 
organizations seek to establish and develop their own presence in both existing markets and locations, and also in 
moving further afield.  
In particular, stakeholders, lobbies and vested interests have to be defined, prioritised and managed. It is essential 
to recognize: 
• those who support particular initiatives and what they expect in return for this support;  
• those who oppose particular initiatives and the reasons for their opposition. 
The nature and extent of stakeholder influence wielded has to be assessed. Where support is offered, the conditions 
of that support as above have to be evaluated. A view of the influence wielded by that support has also to be agreed.  
Where initiatives are faced by powerful and influential opposition, a view has to be taken about whether to try 
and actively gain support, or to work against the opposition, or to abandon the particular initiative altogether, or to 
reposition it in ways acceptable to the particular lobby or stakeholder group. This is a key responsibility; and 
additionally from the organization's point of view, it is essential to define where that responsibility begins and ends. 
7. Key factors 
Having assessed the environment and the legitimacy and practicalities of stakeholder demands and requirements, it 
is necessary to define and evaluate other key factors that inform a debate around the role and function of business in 
the wider context (16). These factors are: 
• justice: distributive and integrative (17);  
• ordinary common decency (18);  
• costs and charges (19);  
• confidence (20);  
• resource allocation (21);  
• environmental responsibility and accountability (22);  
• the position of corporate governance (23);  
• regulation (24).  
Each is addressed in order to fill out and give substance to what is essentially a nebulous and (so far) subjective 
approach. The objective is that as the result, there exists a basis for the wider debate around what the business of 
business ought to be; and a basis also for addressing these issues from the specific point of view of corporate social 
(wider) responsibility and accountability. 
8. Distributive justice 
Distributive justice is where justice is accorded to individuals and groups at the expense of others. Distributive 
justice recognizes an order of priority in apportioning rewards, outcomes and goods and services; and this 
distribution is normally founded in the ability of people either to pay for goods and services, or in being able to pay 
for advocacy in order to get their position either legitimized or strengthened or recognized.  
The nature of distributive justice is the normal position adopted by all organizations and those responsible for 
their direction and governance; indeed in most countries organizations have to state clearly what they will and will 
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not do, as a condition of being allowed to conduct their activities. In the UK organizations are allowed to make clear  
that they include donations to charities and NGOs as a part of their activities; however these must never be at the 
expense of conducting their core business and serving their core stakeholders; if they want to make a wider 
contribution or develop along new and different lines, they have first to make this clear in their documentation, and 
they have also to be able to demonstrate that this is both viable and legitimate. 
9. Integrative justice 
Integrative justice recognizes the legitimacy of the position of everyone, regardless of their power and influence, or 
command of resources, in a given situation. Whatever the strength or otherwise of a nation, market, society or 
group, they ought to be entitled to the benefits of particular activities, products and services, according to need. 
Serving all stakeholders evenly requires a detailed understanding of the organization’s capabilities and resources. 
It requires an approach at the polar end of the spectrum from many commercial organizations’ conduct: that so long 
as dividends and other returns to shareholders are delivered, everyone is happy and there is no need for any further 
effort in other directions. 
10. Ordinary common decency 
Ordinary common decency is another nebulous concept, limited and defined by cultural, social and regional 
differences; and in some cases there are strong religious matters also. At the core is a further step towards addressing 
the question of what individuals and groups ought to be doing for others: what those who have surpluses of 
resources, finance, products and services. Ordinary common decency is a difficult issue to pin down, especially 
where there are strong religious, ethical, political and social traditions present; many of these traditions recognize a 
duty only towards those who follow the same doctrines or beliefs, and so find themselves unreceptive (on the 
receiving end) or unwilling to give (from the production end). 
11. Costs and charges 
There is a key question of who pays, how much, and for what: and this has to be addressed if the position of the 
business of business is to be evaluated and defined. Many companies are faced with wanting to serve the widest and 
most international customer base possible; they cannot afford to do it, based on producing goods and services to 
developed world cost bases, and then selling them in relation to the disposable income of under-developed and 
undeveloped markets. 
12. Confidence 
The question of confidence has to be managed. Many emerging economies have experience of being exploited by 
companies and organizations from the developed world entering their locations and then delivering shoddy, sub-
standard and expensive goods and services, for which the receiving location has been forced to overpay. Both the 
recipients and also the organization going in have therefore to be fully confident that what is being proposed and 
implemented will serve the interests of everyone concerned. If the recipients do not have this confidence, then they 
will inevitably have confidence that they are simply being exploited or cheated.  
The management and development of confidence is a key part of moving into any new venture or location. It is a 
key part also of corporate governance and social as well as economic responsibility: whether the new venture is in 
familiar territory or not, both those involved on the part of the organization, and also those on the receiving end, 
have to be confident that what is promised or inferred can be delivered.  
The management and development of confidence is a key managerial task in its own right. Once any group of 
stakeholders, or any location, loses confidence in either the organization, or in what it promises to deliver, then the 
overall governance and direction becomes very difficult. So one part of the management and direction of this part of 
corporate responsibility and accountability is taking whatever steps are required to ensure that everyone has the 
maximum possible confidence in what is being proposed and delivered. 
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13. Resource allocation 
If the first duty of companies and organizations is to survive, then resources have to be allocated and organized and 
consumed to ensure that survival does indeed happen. Whatever the resource demands for the implications of 
defining the business of business more widely, it has to be seen that the first duty of everyone is to themselves.  
One way of looking at the question of resource allocation has always been to address it from the point of view of 
redistribution through taxation and company/organization levies. The problem immediately arises is the understood 
and perceived inefficiency and corruption with which the public authorities handle and manage the taxes and levies 
raised; and this applies to government revenue agencies in all parts of the world, and the NGOs that operate in their  
name. 
14. Environmental responsibilities 
There is a great deal of general agreement that companies, organizations and government agencies have an 
immediate and enduring responsibility to the environment. This responsibility extends to waste and effluent 
management, disposal of rubbish, pollution of the earth, the sea and the atmosphere, and blight caused by 
urbanization and the advancement of economic society across the world. One part of the role of business therefore is 
to address and manage these matters.  
There is no agreement at all on who is actually responsible and accountable for any of this; and who is 
accountable if matters related to the environment are not addressed. Companies and commercial organizations work 
according to the law. NGOs and government agencies find themselves exempted or immunized against possible 
sanctions if they do break waste and environmental management laws and regulations. There is no universal position 
on where accountability finally lies. 
15. Regulation 
Regulation exists for all activities in all parts of the world. Some regulations are international; some apply only to 
the location or sector in which business is presently conducted. There are also industry and sector norms that have to 
be followed in most locations and activities. It is possible for organizations to work around the rules and regulations 
facing them. For example: 
• in the UK, Starbucks paid no corporation tax until 2012, in spite of having located there in 1998; 
• in the UK also, Vodafone arranged a one hundred year schedule of payments for tax liabilities that it agreed 
were owed from the period 1999-2010; 
• in China, Foxxconn, which makes components for the mobile phone industry, has consistently flouted 
minimum wage and maximum hours regulations; 
• in Bangla Desh, more than a hundred workers were killed in a factory fire in 2013, where they were making 
garments for Primark and Gap; 
• in 2015, Volkswagen admitted using technology to give a false and inflated view of the carbon emissions of all 
of their diesel cars.  
In none of these cases did any of the organisations break any laws at all (though the Bangla Desh fire and the 
Volkswagen issue does remain the subject of possible criminal investigation). However, working around regulations 
in these ways is certain to store up resentment and ultimately hostility for the companies and organizations 
concerned.  
This critical lesson was learned by (among many others) Enron when it collapsed in 2002. Those who set and 
develop corporate direction and standards of social engagement, responsibility and accountability have to recognize 
the strength and purpose of the regulations, and abide by them, if a substantial long term state of business 
development is to take place (25).  
16. Governance and its position 
Those responsible for the governance of organizations have a legitimate first duty to their immediate stakeholders 
and so must first discharge their responsibilities accordingly. There then remains the question of whether there is a 
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part of corporate governance that ought to be asking whether or not the organization is prepared to take a wider view 
of what it ought to be doing. There then arises the question of whether this is an enduring or immediate 
commitment; and what is to happen if future directors change their mind, or if the organization gets into difficulties 
as the result of changes in its own immediate markets, environment, finances or operations.  
In relation to the ‘waste’ examples at the start of the paper, it ought to be clear to directors and top managers that 
there are things that need to be done in order to minimise waste and maximise the use and value of the resources 
consumed. This is less of an immediate issue to those companies and organizations that can simply pass on the cost 
of any waste to customers and clients. It is an enduring issue that the waste of any resource is ultimately harmful to 
economic as well as social activities; it is ultimately harmful to business also.  
In relation to the problems of instability brought about by top-bottom salary divides indicated at the start of the 
chapter, the responsibility is to take an expert and detailed view of what people are being paid, and how and why. 
There is a balance to be struck between ensuring the people are well and legitimately rewarded for their expertise 
and (especially) commitment; there is also an issue around what ought to be paid to people in return for their work 
and output.  
So having stated that a debate is needed around the position, role and business of business, this has to be related 
to the very precise remit of those charged with corporate governance and direction. Those who seek only to serve 
the legitimate interests of their shareholders and immediate circles of stakeholders are doing nothing wrong; indeed 
they are discharging precisely their legal and statutory responsibilities. If the role of business is to be developed, 
then the role of those in charge of its development has to develop and expand and extend also. 
17. Conclusions 
As stated at the start of the paper, the ‘business of business’ is not fully defined and therefore not agreed. However if 
the position that all social development takes place alongside the economic development that business in all of its 
forms brings about, then some kind of evaluation of the role of business is required.  
The contribution that business ought to make requires clarification and agreement. Exactly what the composition 
of that contribution is – whether financial or contribution in kind and other resources – has yet to be established. The 
volume of that contribution is also as yet unknown and not formalised. Some organisations do have a view on this: 
for example many centuries ago the Catholic Church introduced tithe-ing whereby each member would give a tithe 
(a tenth) of their income to the church. There is therefore a position from which to work already well established: 
that organizations do contribute to society at large (though many would debate the commitment to a tenth).   
As above most business in the developed world is driven (completely legitimately) in accordance with financial 
and economic demands. In order to survive, businesses must make a profit; in terms of developing the role of 
business, there are questions that need to be addressed about the use and distribution of profits.  
Some contribution to the wider debate is made through the creation of social enterprises and microfinance 
initiatives. Very little of this is new: many of the entrepreneurs of the first industrial revolutions used their company 
profits and personal fortunes to engage in social development, both for their workers, and also for the places in 
which they lived.  
Occupational and social integration and development has also contributed to the development of business to 
date. Many organisations require that their staff work for a set period of time on social initiatives; and this can range 
from taking an afternoon to help refurbish run-down buildings and facilities, to engaging on a regular basis with 
schools, colleges, hospitals and residential social care facilities.  
It is not clear where responsibilities and accountabilities start and stop; nor indeed whose responsibilities and 
accountabilities are present when evaluating the position and role of business. There are clear responsibilities and 
accountabilities in discharging a narrow range of duties, and obligations to shareholders and other stakeholders. It is 
not clear at all who ought to be responsible for engaging the development of a broader view of the role of business 
(26).  
It is also not clear how the complete cake produced by business in all its forms should be divided. If (again 
referring to the examples at the start of the chapter) there is an inherent instability in extensive top-bottom financial 
divides, then the answer is not rigid wage and salary regulation. It does mean, as above, that a different view has to 
be taken of resource allocation and usage, and the use of profits and surpluses once these have been generated (27).  
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It follows from the above point that the outputs of the 'business of business' and successful and profitable 
activities require an approach based on a strategic and operational view of how to use profits and resources that have 
been gained by effective business activities. Some of this clearly is to reward those who have delivered the results; 
some too is clearly required elsewhere in the world. This part of the debate is not yet fully realised. However, it is a 
current issue, and one that requires full evaluation, both collectively on the part of society, and individually, in terms 
of the contribution that organizations and their managers ought to be making.  
Finally, it is essential to develop the whole debate around 'the business of business', in order to generate and 
ascertain a view of what business ought to deliver both in terms of each individual organization, and also overall. 
The potential for developing social as well as economic stability appears well established; this has to be tempered 
with a fully informed view of the limitation of corporate responsibilities, and the obligations to meet present and 
enduring obligations in the given and present environment. 
References 
1. Pruwer M (2012) The Business of Business London UCL Audio Visual 
2. Clark E (1996) The Want Makers London Orion 
3. www.telegraph.co.uk/fifty-richest-people London, Daily Telegraph, 30 April 2014 
4. Wilkinson R (1992) Inequalities in Society London Penguin  
5. epp.eurostat.ec.europa.eu/cache/...28022014.../3-28022014-AP-EN.PDF6 Brussels 28 February 2014 
6. Pettinger R (2007) Introduction to Management London and Basingstoke Palgrave 
7. Bevan J (2011) The Rise and Fall and Rise Again of Marks and Spencer London Century Press 
8. Channel Four (2006) The Busines of Hunger London Channel Four Television 
9. Cartwright R (2000) Mastering the Business Environment Basingstoke Palgrave Masters 
10. Owen J (2009) Great Leadership Harlow Pearson 
11. Herz N (2006) The Silent Takeover London HarperCollins 
12. Roddick A (1992) The Body Shop Story York Ebury Press 
13. Smith A (2013) On the Wealth of Nations London and Oxford OUP Edition  
14. Klein N (1999) No Logo Basingstoke Pan Macmillan 
15. Stieglitz J (2000) Globalization and Its Discontents London Penguin 
16. Wheeler D and Silanpaa M (2002) The Stakeholder Corporation Harlow Pitman 
17. Pettinger R (2010) Mastering Management Skills London and Basingstoke Palgrave 
18. Sternberg E (2006) Just Business New York Warner 
19. Gratton L (1992) Living Strategy Harlow FT Publishing  
20. Machiavelli N (2012) The Prince London Penguin Classics 
21. Heller R (1996) In Search of European Excellence London Harper Business  
22. Cairncross F (2003) Green Inc London and New York Earthscan Publishers  
23. Drucker P (1999) Management Challenges for the Twenty First Century London HarperCollins 
24. Clark P (2013) Masterminding the Deal London Kogan Page 
25. Cruver B (2003) Enron: anatomy of greed London HarperCollins 
26. Peters T (1990) Liberation Management Basingstoke Pan 
27. Semler R (1993) Maverick London Century Press 
 
